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ABSTRACT: Service quality has been viewed as a determinant of Customer Satisfaction in today’s competitive 
market place. For building and maintaining long term relationship with the customer, organization needs to 
understand and meet the expectations of its customers. This study identifies the components of service quality of 
Delhi Metro Railways. This study is descriptive in nature and uses descriptive analysis to identify the most 
important factors of customer satisfaction with service quality. The study was conducted using survey method. A 
survey was conducted among the commuters who were regularly availing metro services for travelling. A 
random sample of 143 respondents were taken for data collection, among them 80 were finalized for final 
analysis. The study concluded that the service quality delivery meets the perception of commuters. This paper 
brings out a service quality image which can be adopted by other cities whose population depends on metro 
transportation services. 
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I. Introduction  
Services quality and customer satisfaction have 
been for over a decade two important topics both 
for the academic world and for the researches in the 
field of marketing. The attention directed to these 
two concepts, services quality and customer 
satisfaction is mainly due to the competition in the 
market, as well as to the pressure of political 
factors and of the population, over organisations in 
the field of public administration. 
“The organisation is honest, gives good value for 
money, has a high reputation, meets deadlines, has 
quality products and services, has easy to 
understand processes, responds to criticism, 
encourages complaints and handles them well, and 
demonstrates that it is passionate about customers. 
At all levels people are respected, well trained, 
friendly, contactable, flexible, knowledgeable, 
honest, trusted, stable, involved and consistent. The 
perceived culture is one of professionalism, 
efficiency, teamwork, caring, respect, seriousness, 
but with a touch of fun and character.” 
Delhi Metro Railways is very popular sector of 
advanced transportation practice in India started 
(May 03, 1995) because of low costing and high 
capacity. Soon Delhi Metro will be connected to 
Faridabad; Najafgarh and, Shiv Vihar, Mukundpur, 
Yamuna Vihar, Janakpuri West-Kalindikunj, Badli, 
YMCA Chowk.  
Delhi Metro is a world-class metro. To ensure 
reliability and safety in train operations, it is 
equipped with the most modern communication 
and train control system. It has state-of-art air-
conditioned coaches. Ticketing and passenger 
control are through Automatic Fare Collection 
System, which is introduced in the country for the 
first time. Travelling in Delhi Metro is a pleasure 
with trains ultimately available at three minutes 
frequency. Entries and exits to metro stations are 
controlled by flap-doors operated by 'smart-cards' 
and contact less tokens. For convenience of 
commuters, adequate number of escalators is 
installed at metro stations. 
Unique feature of Delhi Metro is its integration 
with other modes of public transport, enabling the 
commuters to conveniently interchange from one 
mode to another. To increase ridership of Delhi 
Metro, feeder buses for metro stations are 
Operating. In short, Delhi Metro is a trendsetter for 
such systems in other cities of the country and in 
the South Asian region. 
II. Research Objectives  
The objectives of the present study are 
To find out the relationships between service 
quality attributes (Tangible, reliability, 
responsiveness, assurance and empathy) and 
customer satisfaction in Delhi Metro. Through this 
research loophole in the services and suggestions of 
the various customers of Delhi Metro is also 
identified. 
III. Literature Review 
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The Metro has changed many things in Delhi, in 
areas with Metro connectivity the middle class now 
travels differently. Travel, for those who can afford 
it, has become much more comfortable and rapid 
(Sohail Hashmi, June 2012). Delhi’s upper middle-
class has never cared to be seen rubbing shoulders 
with the city’s plebeians who use public transport. 
Which is why it’s so surprising to see how well 
they have taken to the Metro and the Metro is 
changing a fairly rigid social stratification in the 
city. It is class-representative and class-inclusive in 
a way regular trains and planes are not. No AC 
First or second classes here, no business class or 
executive class coaches. You cannot have your 
own exclusively demarcated space (Amrita 
Tripathi, anchor & reporter of CNN-IBN, May, 
2012). If the metro gives Dilliwalas a new way of 
looking at their city, of regarding it, and perhaps 
even having a critical distance or new appreciation 
and understanding of what it is, it might also be 
that the metro gives people not only a greater sense 
of ownership over their city but also – and I would 
say, hopefully – a sense of what is at stake in it 
(Rashmi Sadana, co-editor of The Cambridge 
Companion to Modern Indian Culture, June, 2012). 
IV. The Research Framework 
A research framework is developed to find out the 
relationships between service quality attributes and 
customer satisfaction, also the loophole and 
suggestions of the various customers in Delhi 
Metro.  
V. Hypothesis development 
The hypothesis designed for this paper is based on 
the following assumptions: 
H1: There is positive association between 
technology and customer satisfaction in Delhi 
Metro. 
H2: There is positive association b/w Convenience 
and customer satisfaction in Delhi Metro. 
H3: There is positive association b/w 
responsiveness and customer satisfaction in Delhi 
Metro. 
VI. Methodology 
An exploratory and descriptive Research has been 
planned to meet the objectives of the research.   For 
this purpose, three fully crowded stations have 
been taken as universe randomly i.e. Rajeev 
Chowk, Kashmiri Gate and Central Secretariat. The 
questionnaire has been designed on the basis of 
study’s objectives and study of researchers such as 
(Berry et al., 1985; Parasuraman et al., 1985) who 
identified five dimensions of service quality: 
tangible (equipment, written material, personnel, 
and appearance of physical facilities), reliability 
(ability to deliver promised service and accurately), 
responsiveness (willingness to help customers and 
providing prompt services), assurance (Knowledge 
and ability of employees to inspire trust and 
confidence), and empathy (Caring and providing 
individual attention to each customer). 
Parasuraman et al., (1985) indicates that service 
quality consists of eleven dimensions: reliability, 
competence, responsiveness, access, courtesy, 
communication, credibility, security, competence, 
tangibles, and understanding of customer. 
Respondents (Customers) were asked to indicate 
the level of satisfaction or dissatisfaction which 
was derived from the scale from 5 to 1 
representing: 5 = “Strongly agree”: 4 = “Agree”: 3 
= “Neutral”: 2 = “Disagree”: 1 = “Strongly 
disagree”. The questionnaire consists of near 
around 30 items. The questionnaire was split into 
two sections: demographics and Customer 
satisfaction. The demographic questions in the 
survey included age, gender and occupation of the 
Customer. Answers to these questions provide a 
good picture of respondent’s (customers) 
background. The Customer Satisfaction questions 
covered service quality facets such as: Information 
available to customers, safety & security checks, 
convenience and comfort services, cleanliness & 
physical condition, Lost & found service, 
Technical services, personal attention and attitude 
of employees. The data entry has been done for 
final analysis at the point of 80 filled 
questionnaires. Adding to it, Personal 
Observation Method is also applied in the 
research in which surroundings and environment of 
Delhi Metro Stations is observed and analysed. 
VII. Data Analysis & Interpretations 
Descriptive statistics for each study constructs 
Tangibility includes equipment, written material, 
personnel, and appearance of physical facilities. On 
the basis of customer’s response, it can be seen 
from the table of Physical condition given below 
that maximum Customers are satisfied with Air 
conditioning and Lightening in Delhi Metro. The 
problem lies in space allocation where 22% of 
customers are not satisfied with the space given in 
trains.  
PHYSICAL CONDITION Strongly 
Agree 
Agree Neutral Disagree Strongly 
Disagree 
Air Conditioning 38% 53% 5% 3% 1% 
Lightening in train & Station 28% 61% 6% 5% 0% 
Space Allocation 18% 44% 16% 17% 5% 
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Table 1 
Another attribute is taken in Tangibility is Cleanliness and from the response it has been analysed that 
maximum Customers are satisfied with cleanliness at Delhi Metro.  
CLEANLINESS Strongly 
Agree 
Agree Neutral Disagree Strongly 
Disagree 
Ticket Counter 20 59 11 10 0 
Station/Platform premises 16 58 18 8 0 
Train Coaches 24 62 10 4 0 
Table 2 
Another attribute is Technical Faults which is the most critical area of concern in which customers face 
technical problems in AFC gates, Train in transit, Token & Card, Security equipments, Token vending machines 
at counter, Announcements & displayed information. 
Technical Issues No Yes 
Token Vending Machine at ticket counter 50% 50% 
Automatic Fare collection gates 36% 64% 
Security equipments 60% 40% 
Automatic Doors 70% 30% 
Announcements 60% 40% 
Token/Smart Card 49% 51% 
Train in Transit 40% 60% 
Table 3 
Then this data is used to check the frequency of technical faults faced by Customers which is ranged from 3 to 
1 i.e.  Regularly – Occasionally – Rarely given below. 
Technical Issues Frequency Regularly Occasionally Rarely 
Token Vending Machine at ticket counter 20% 43% 37% 
Automatic Fare collection gates 30% 40% 30% 
Security equipments 10% 25% 65% 
utomatic Doors 13% 41% 46% 
Announcements 16% 53% 31% 
Token/Smart Card 20% 44% 36% 
Train in Transit 42% 35% 23% 
Table 4 
Reliability includes ability to deliver service accurately and appropriately. In this three things have been 
covered which includes Parking service, Convenience services & Travelling services on basis of it data analysis 
is given below:  
CONVENIENCE Strongly 
Agree 
Agree Neutral Disagree Strongly 
Disagree 
Seating & Standing arrangement 13% 44% 23% 17% 3% 
Comfortable to reach from home/work place 14% 55% 16% 15% 0 
Feeder Bus service is available 4% 25% 17% 35% 19% 
Comfortable to board & de-board from train 44% 17% 21% 17% 1% 
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Table 5 
From above table, First problem lies in Feeder Bus services, in which customers said that feeder bus service is 
not available to their location which means Delhi Metro has not covered all the locations yet, second problem 
is found in seating & standing arrangements in train which is mainly faced by males and as per personal 
observation also it has been seen that male population is high as compared to female at Delhi Metro and 
Coaches are less, Third problem is found in board and de-board from the train, which is again the result of 
huge crowd in the coaches. Next attribute is Travelling service in which customer is asked which service you 
use most for travelling and the response is given below: 
TRAVELLING SERVICE PERCENTAGE 
Smart Cards  92% 
Tokens 8% 
Total 100% 
Table 6 
From above table, it is clear that maximum respondents use Smart card instead of Token cards as customers 
think that smart card saves time and money, but this data can be misleading because most of the respondents 
were students, service men and regular users. Next attribute is parking service and the data is given below: 
PARKING Strongly Agree Agree Neutral Disagree Strongly Disagree 
You use parking facility 11% (9) 29% (23) 0 21% (17) 39% (31) 
You find easy to park 
vehicle 
15% (5) 63% (20) 0 22% (7) 0 
You find your 
 vehicle safe 
31% (10) 47% (15) 0 16% (5) 6% (2) 
Parking charges are 
reasonable 
19% (6) 56% (18) 0 22% (7) 3% (1) 
Table 7 
From the above data it is observed that 40% of customers use parking service given by Metro out of which 22% 
don’t find easy to park their vehicle and 22% lost their vehicle also which is the area of concern. After that 25% 
feels that parking charges are not reasonable. 
Responsiveness includes willingness to help customers and providing prompt services. First attribute is 
Information available to customers i.e. maps, announcements and instructions. And customer response is very 
positive in terms of information. 
INFORMATION Strongly  
Agree 
Agree Neutral Disagree Strongly 
Disagree 
Announcements clear & audible 15 59 25 1 0 
Maps designing 45 45 10 0 0 
Queries solving 17 56 14 13 0 
Table 8 
Beside this data, 80% of respondents prefer geographical maps, posters, pictures as a source of information 
regarding routes, stations and instructions. Only 20% prefers enquiry from other people or staff members of 
Delhi Metro. Second attribute is lost & found service of Delhi Metro which deals with the complaints of 
material lost of customers. 
LOST & FOUND SERVICE Strongly  
Agree 
Agree Neutral Disagree Strongly 
Disagree 
You lost your material  6% (5) 13% 
(10) 
0 36% 45% 
You reported complain in lost & found dept 21% (3) 67% 
(10) 
0 6% (1) 6% (1) 
Your problem was solved 7% (1) 7%  (1) 0 62% (8) 24% (3) 
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You think lost & found dept is effective 7% (1) 7% (1) 0 55% (7) 31% (4) 
Table 9 
15 respondents lost their material at Delhi Metro and 13 respondents reported complain in lost & found dept. 
and problem solved of only 2 respondents who reported complain and satisfied with lost & found service but 
rest 11 respondents are dissatisfied. 
Empathy includes Caring and providing individual attention to each customer. In this Safety attribute is taken 
in questionnaire and the response is given below. 
Safety Strongly 
Agree 
Agree Neutral Disagree Strongly 
Disagree 
You feel safe at Platform 28% 55% 14% 3% 0% 
You feel safe at Train Coach 36% 42% 10% 12% 0% 
You feel safe at Tunnel or Underground Metro 
Stations 
20% 55% 16% 9% 0% 
 Security check & arrangements are enough 11% 46% 18% 24% 1% 
Table 10 
24% of Customers think that security check & arrangements are not appropriate and checking is done very fast 
and many times technical faults are noticed in security check & arrangements. 12% respondents don’t feel safe 
in train coach because they have experienced Misbehave & pick pocketing majorly.  
Safety Issues Rank 
Misbehave 1 
Pick Pocketing 2 
Violence 3 
Theft 4 
Snatching 5 
Table 11 
Problems are ranked according to the number of occurrences of events and as per survey Misbehave is ranked 
number 1, pick pocketing is ranked number 2, violence is ranked number 3, theft is ranked number 4, snatching 
is ranked number  
Satisfaction Level 
Parameters Percentage 
Excellent 7% 
Good 82% 
Average 11% 
Poor 0% 
Table 12 
From above table, it is clear that maximum respondents are satisfied with the services provided by Delhi metro. 
VIII. SUGGESTIONS OF CUSTOMERS 
 Frequency of Metro trains should be increased especially in the morning time. 
 Every Train should have at least 8 coaches. 
 Guards are not active, they need to be trained  
 Attention should be paid to proper surveillance in women Coach as gents enter in it. 
 Dustbins are not arranged on platforms. 
 When Metro was started ride was very smooth but now customers get jerks between the rides. 
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 Many times announcements are misleading & voice scatters and not clearly audible. 
 Escalators need adequate maintenance 
 Token system needs improvement as there are many cabins present but only 1 is working due to which 
customers have to wait long in queue 
 No. of Workers should be increased at ticket counter 
 Smart card has only one customer care & Issuer which creates inconvenience. 
 No. of coaches should be increased for males also because there is huge rush in male coaches. 
 A special cell should be there for tracing the location of the snatcher/thief. So that one can get his/her 
property back 
 Extension to NCR also. 
 Tokens are costly as compared to smart card system 
 Those stations where washrooms are available are dirtier. 
 At Termination station, token counter rush is high. 
 Lost & found services should be improved. 
 Difficulty in finding washrooms, no guidance is given. 
 Metro must proper surveillance inside the trains because I have seen many commuters fighting for petty 
matters. 
 Metro train should cover all the areas of Delhi. 
 Improve entry door areas. 
 Improve Dwarka route as it always delay and takes too much time to reach the destination. 
 PCO’s should be in working condition on all metro stations. 
 Checking should be fast. 
 Safety of women 
 Confusion in direction  
 Technology must be given prime importance especially AFC machines 
IX. Conclusion: 
Undoubtedly, no business can exist without customers. In the philosophical words of Peppers and Rogers “The 
only value your company will ever create is the value that comes from customers—the ones you have now and 
the ones you will have in the future. This is absolutely true. Customer value is an asset to the organization. 
Hence, in order to maintain the customer, the organization needs to ensure that the right products and services, 
supported by the right promotion and making it available at the right time for the customers. While quality 
service and merchandise are essential in today’s competitive market, it is equally important that a customer 
experiences the "Wow Effect" that only superior customer service can deliver. A business that caters to their 
customers` needs will inevitably gain the loyalty of their customers, thus resulting in repeat business as well as 
potential referrals. Consequently, it is imperative that businesses get to know their customers. Establishing a 
professional relationship with customers empowers us with the knowledge of what our customers need. When a 
business focuses on delivering what is of value to their customers, this will generate the potential for repeat 
business as well. The feedbacks from the survey is a testament to the customer satisfaction hypothesis most 
definitely, there exists a positive relationship between reliability with customer satisfaction.  
 
Similarly, the other attributes, such as; assurances, tangibles, empathy and responsiveness all have positive 
relationship with customer satisfaction. It is far more difficult to measure the level of performance and 
satisfaction when it comes to the intangible expectations. One of the ways to help obtain loyal customers is by 
having products and services that are so good that there is very little chance that the customer requirements will 
not be met. Of course, one of the difficulties in understanding the true customer requirements is that the 
customer can and will change them without notice or excuse. Having a good recovery process for a dissatisfy 
customer is a very important and necessary process for any service organization. 
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